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Abstract There is a limited geographical literature on the evolution of networks in distinct music 
genres. This gap is addressed here via an analysis of empirical evidence on the Finnish metal music 
genre, specifically utilising a questionnaire survey of Finnish metal music bands. The results show that, 
in terms of networking, local buzz is more important for bands that reside in large cities compared to 
those from small localities. However, even small towns can host creative teams, as the bands in smaller 
(peripheral) localities network through extra-local (global) pipelines. Consequently, extra-local 
networks are at least as important as local ones for this music genre to thrive in a particular location. In 
addition, record deals are more important than geographical scales in explaining variances in 
networking within the genre. Thus, contrary to the recent literature underlining the role of geographical 
proximity in the creative industries, locality and geographical scale do not play such a significant role 
in the evolution of networks in the Finnish metal music genre. 
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Introduction 
The existing academic literature, especially psychological studies, seem to have been fixated 
on the negative impacts of listening to metal music, linking it to substance misuse and youth 
suicide (Snell and Hodgetts 2007). However, more recently the focus of academic research has 
moved beyond these negative connotations and there has been increasing interest in studying 
metal music in a broader social science context, evident, for example, in a recent upsurge in 
academic books on metal music (Kahn-Harris 2007; Bayer 2009; Hjelm et al. 2013). Examples 
of academic research on the subject include studies of the global diffusion of metal music as 
evidenced by the rate of founding of metal band (Mayer and Timberlake 2014; Maguire 2015), 
the creative networks between metal bands within a single country (Makkonen 2014), and the 
entrepreneurial characteristics of metal musicians (Laaksonen et al. 2011). In particular, since 
there are examples of spatial concentrations of varying metal music styles in distinct locations 
or countries, such as Birmingham (the birthplace of) heavy metal, Bay Area (San Francisco) 
trash metal, Tampa and Gothenburg death metal, Sunset Strip (Los Angeles) glam metal and 
Norwegian black metal scenes (Dunn 2004; Kahn-Harris 2004; Harrison 2010), the interplay 
between the global nature of the music industry and local metal scenes has been examined in 
several studies (Harris 2000; Kahn-Harris 2002; Baulch 2003). However, these earlier studies 
have mostly turned their attention to the identity of local scenes and the musical influences of 
local styles vis-à-vis the global music industry, while essentially neglecting the more tangible 
issue of the local–international networks between bands within the genre. The issues in this 
case study of metal music have broader resonance for other music genres and, therefore, the 
findings of this paper have applicability to other “alternative” music scenes. 
Despite the recent interest, there is still relatively little geographical literature on music 
genres outside the realm of mainstream pop and rock music (Connell and Gibson 2004; 
Johansson and Bell 2009). The music industry has also mostly been studied in large cities (Chu 
and Leung 2013; Lange and Bürkner 2013) while, with some exceptions (Gibson and Davidson 
2004), there have been relatively few studies of creative individuals in the music industry in 
peripheral and smaller localities. At the same time, the attention of the recent literature has 
shifted to the importance of local and extra-local networks (commonly referred to as “local 
buzz” and “global pipelines”) in the evolution of distinct clusters (Bathelt et al. 2004), but this 
discussion still rests on a thin evidence base (Gertler and Wolfe 2006; Mould and Joel 2010). 
This article addresses the following research gaps: lack of research on the geography of metal 
music, the music industry in the periphery, and the local buzz–global pipelines metaphor in 
creative industries. It provides new empirical evidence on the fit of existing theories to local 
and extra-local networking in a geographical context in the case of the Finnish metal music 
genre.  
Empirically the metal music genre in Finland offers an interesting case for the purpose 
of this study since, despite some recent examples discussed above and growing interest from 
the fields of sociology and cultural studies, it has remained under-studied in geographical 
research (Makkonen 2014). Moreover, Finland has been branded as, and is widely recognized 
as, one of the centres of metal music with several globally known metal music bands (Friman 
et al. 2013). In Finland, the capital region, i.e. the Helsinki Metropolitan Area (HMA), together 
with other large city regions (in terms of population) are seemingly the obvious place for 
musicians to reside, since they are also the main locations in Finland for concert venues, record 
labels and recording studios (Makkonen 2014). It is within this context that local and extra-
local networks are analysed here in terms of a dichotomy between large and small localities in 
order to compare the importance of these networks in urban versus more peripheral settings.  
The specific research aims are as follows: to explore the evolution of networks amongst 
Finnish metal music bands in their home region (local buzz) as well as their national and 
international connections (global pipelines) and the importance of city size, locality and 
geographical scale in this evolution. The results are derived from a questionnaire survey of 
Finnish metal music bands. These empirical data allow for the testing of the following 
theoretically informed (Brown et al. 2000; Braunerhjelm 2009) research question: how 
important are local and extra-local networks for bands located in large cities and in small 
localities? In addition, earlier studies have shown (Hracs et al. 2011; Hracs and Leslie 2014) 
that independent bands might have different preferences compared to those bands which have 
a record deal. The former are less tied to the traditional centres of the music industry compared 
to those bands which have signed a record deal. Therefore, the results are also interpreted vis-
à-vis this background variable. 
 
The geography of the music industry and genres  
As discussed above, there are several examples of music industry and genres clustering in a 
particular region or a city. Creative clusters have a number of determinants related especially 
to the existence of external economies (Belussi and Sedita 2008), the concentration of creative 
individuals into cities with vibrant and tolerant living environments (Florida 2005) and the 
enhanced role of geographical proximity in creative industries (Asheim et al. 2007; Matters, 
2012; Martin 2013). In principle, due to recent developments in digital technology, musicians 
are free to choose where they locate irrespective of the music infrastructure (Hracs et al. 2011), 
but still tend to cluster loosely around the recording industry (Florida et al. 2010). 
Subsequently, other talented musicians will move to the cities with vibrant music scenes 
(Kloosterman 2005). In short, according to the evidence (Florida and Jackson 2010; 
Brandellero and Pfeffer 2011; Watson 2012), the music industry is highly localised and has a 
tendency to agglomerate in large urban areas. For example, in Finland the metal music bands 
seem to cluster in the HMA (Makkonen 2014). 
Others commentators, however, contend that to become a music cluster, a city has to be 
sufficiently small for a high degree of connectivity and social trust to develop between the 
artists as well as the firms and organizations engaged in the music industry. It also has to be 
sufficiently large to assemble in a distinct location all the actors needed for the existence and 
the development of the music industry (Braunerhjelm 2009). This is essentially encompassed 
in the term local buzz. According to this view, medium-sized cities are in a good position to 
become clusters for the music industry and genres if they possess the appropriate conditions 
for creative engagement (Grant and Kronstal 2010). Living costs and housing prices are 
evidently a factor in explaining the tendency, at least amongst independent musicians, to locate 
outside the largest cities (Hracs et al. 2011). There are also examples of small localities taking 
a lead in distinct music genres (Gibson and Davidson 2004). In Finland, for example, some 
smaller localities that have become alternative homes for significant metal scenes with 
relatively large numbers of local metal bands (Makkonen 2014). However, some of these local 
music scenes might (typically) last only for a limited time period as exemplified by the decline 
of the mainstream popularity of the Seattle sound i.e. grunge (Hauge and Hracs 2010). In 
addition, many rural and peripheral areas understandably do not have the necessary 
preconditions for dense local networks (Fløysand and Jakobsen 2007). Therefore, despite the 
importance of the local scale, ultimately the scope of the creative industries is nothing less than 
global (Scott 2010): extra-local links, i.e. the global pipelines, which are posited as being 
extremely important in social interaction within the music industry (Brown et al. 2000), are 
also needed for vital and vibrant music industry clusters to emerge. Notably, as stated by 
Watson (2008, 12), “knowledge transfer within the music industry occurs simultaneously 
across multiple geographical scales”.  
To conclude, arguably the most important underlying motives for bands to network are 
related to creativity and lifestyle, but also include more pragmatic reasons, that is to making a 
living out of their profession by, for example, sharing costs in equipment, touring together to 
attract larger audiences, and recording with guest musicians in order to increase record sales 
(van Heur 2009; Coulson 2012; Lange and Bürkner 2013). In this respect, engagement with 
different actors in the music industry is, in many cases, necessary for recording, live concert 
and merchandise arrangements. Therefore, within the music industry knowing who to contact 
in the professional community is important, and networking, is an essential strategy for 
musicians and bands in this respect (Asheim and Hansen 2009). However, the dynamics and 
evolution of these networks, characterized by local buzz and global pipelines, have rarely been 
studied in a geographical context (Ter Wal and Boschma 2009) let alone in relation to the music 
industry (Cummins-Russell and Rantisi 2012). 
 
Data and study design 
The questionnaire included questions on the background characteristics of the bands (name, 
record deal, name of the record company and hometown) to allow comparisons between large 
and small localities as well as independent bands and bands with a record deal. The six largest 
Finnish cities (including Helsinki, Espoo and Vantaa from the HMA as well as Tampere, Oulu 
and Turku) were considered to be large cities. The questionnaire (in Finnish – extracts 
translated by the author) was distributed to 429 Finnish metal music bands using contact details 
(email addresses) in the Metal from Finland (2013) database. Altogether 62 answers were 
received (a modest response rate of 14.5%). When divided according to the main 
hometown/municipality stated in the answers (in a few cases some of the bands’ musicians 
lived in different localities), the sample was divided into equal shares with 31 bands from large 
cities and 31 from small localities. Amongst these bands, 27 had a record deal, whereas 35 
were considered as independent bands or bands in the demo-stage (i.e. without a record deal). 
Additionally, the questionnaire asked whether (and why) the bands had moved, or were 
contemplating moving, to another town. 
The questionnaire also included a set of questions related to networking, inquiring how 
often (on a scale where 1 = seldom and 7 = very often) they play together with, or lend or 
borrow equipment to/from other local, Finnish and international bands and musicians in terms 
of quest performances (live and recording sessions). The questionnaire also addressed the 
intangible relationships inherent in touring and hanging out together. The more pragmatic 
networking patterns with local, Finnish and international firms and organizations engaged in 
the music industry were also identified in terms of their frequency. After discussions with a 
partner in a Finnish record company, the firms and organizations that bands and musicians are 
commonly engaged with were identified as being: managers, record and publishing companies, 
recording studios, booking agencies, sound and lighting services, concert venues, fan product 
vendors and copyright societies. The different questions were arranged as sum variables 
(reliability was tested with the Cronbach’s alpha test), which allowed the comparison of 
different indicators with Mann-Whitney U-tests, namely the background variables; city size 
and record deal. The bands were also given the opportunity to express their opinions through 
open-ended comments to address the pros and cons of living in a small/large locality and the 
motives (creative, lifestyle or pragmatic) behind networking or lack of networking with other 
actors in the music industry. 
 
The local and extra-local networks of Finnish metal music bands 
Factors such as inexpensive training facilities, low competition and supportive local 
organizations were frequently mentioned as positive aspects of residing in a small locality, 
Additionally, many small localities, according to the answers, enjoy a reputation as ‘a metal 
town’, where there is a good atmosphere and sense of community among the bands in the genre. 
In contrast, the lack of concert venues, training facilities and music industry services, as well 
as the small size of the local music scene, were mentioned as negative aspects of small 
localities. Accordingly, in large cities the positive aspects were associated with the abundant 
availability of concert venues, music industry services, networking possibilities and an active 
metal music sub-culture offering strong potential for attracting large audiences. Harsh 
competition, i.e. the oversupply of metal music bands and the high costs of training facilities, 
were identified as negative aspects of large cities.  
In terms of their hometowns, 29 bands were contemplating moving or had already moved 
from their current/original place of residence. It is notable that 19 of these 29 bands were from 
small localities. However, the major motives for moving included factors other than those 
strictly related to the music industry: for instance, their day-to-day jobs, studying and family-
related reasons. Nonetheless, some bands, especially those with a record deal (i.e. the ones that 
are more likely to make their living out of music), reported reasons related to the music 
industry: some members of the bands had moved or were contemplating moving in order to be 
closer to the other band members and training facilities, due to the better supply and demand 
conditions for music in large cities, and in order to promote their international careers. In 
contrast, some bands reported that there was really no need for the bands or their members to 
move from their current hometowns due to the ease of file-sharing and other means of Internet 
communication. The technological developments that have enabled independent bands to reach 
the global market irrespective of their home locality have also enabled bands with a record deal 
to communicate with other key players in the music industry without being geographically 
close to them. 
In general, networking with other bands was more common than networking with firms 
or organizations (Table I). Moreover, for Finnish metal music bands, having a manager is rare. 
More commonly, the booking agencies also take care of the managerial services for the bands, 
explaining the low scores in the questionnaire. Mann-Whitney U-tests show indifference in 
terms of the importance of local and extra-local networks in relation to the size of the localities 
that the bands reside in. Thus, according to the statistical analysis, local and extra-local 
networks are equally important (or unimportant) for bands both in the large cities as well as in 
the small localities. However, what is still evident from the results is the higher importance of 
firms and organizations outside rather than inside the hometowns of bands residing in small 
localities. The size of these small localities seems to be insufficient to cater for the needs of the 
bands in terms of professional help from music industry firms and organizations. Due to low 
demand, these services are not commonly available in small towns. In this sense, extra-local 
networks are more important for bands in small localities than in large cities. In contrast, it was 
verified that the bands that had a record deal were more engaged, than the independent ones, 
with firms and organizations outside their home locality and with foreign bands. Thus, it is not 
the size of the city but rather the independent vs. record deal difference that plays the key role 
in explaining the evolution of networks between local and extra-local bands, firms and 
organizations. The relatively small sample size might affect the validity of these results. 
However, the mean values of bands from large and small localities were so similar (Table I) 
that it is highly unlikely that a larger sample would have changed this tendency significantly. 
 
<Table I about here> 
 
The open-ended questions gave further support for the statistical results presented above. 
For example, in several answers the importance of (social) networks was highlighted as being 
essential in working in the same music genre: “It is only natural that you collaborate with others 
bands inside the genre; you cannot manage these things on you own”, and “The collaboration 
with other bands gives us visibility and creates networks, which are necessary for operating in 
this field”. The pragmatic economic aspects of networking were also highlighted: joint gigs to 
attract larger audiences as well as lending instruments and equipment are commonplace. The 
fact that most musicians in small localities know each other adds to this, since there seem to be 
strong feelings of solidarity between the bands in the metal music genre as the musicians 
frequently are friends: “Collaboration feels a natural way of doing business, especially since 
the circles are small and almost everyone knows everyone”. The reasons why bands reported a 
lack of connections with other local bands were to do with practical issues such as time 
constraints and the lack of local bands in the same genre in small localities. However, some 
bands reported that they had bad experiences from previous partnerships i.e. the competition 
between the bands has led to a certain wariness: “The competitiveness of the genre shows: 
musicians can talk trash about other bands to promote their own”. 
The engagement with local firms and organizations arose out of a “love for the 
community” i.e. the bands wanted to support local entrepreneurs. Of course the ease of face-
to-face communications, and familiarity with the people one is doing business with, made a 
significant contribution to fostering local interaction: “All the actors in this field feed each 
other; it would be odd if we would not be tied to local businesses and organization in the music 
industry”, and “In many cases the fact that one has existing ties to these firms/actors has a 
significant influence on the selection of partners”. Accordingly, the most obvious reason for 
the lack of engagement with local firms and organizations was simply that there are none, as 
reported by the majority of the bands residing in small localities: “The actors discussed in this 
questionnaire are largely absent in our small hometown; the music business in Finland is 
heavily concentrated in the HMA”. However, at the same time some of the independent bands 
were confident that they can do most of the work by themselves without the aid of local (or 
extra-local) firms. 
The connections with extra-local and foreign bands were described in terms of “you 
scratch my back, I’ll scratch yours” activity, especially when it comes to touring together, 
whereas engagement with extra-local firms and organizations depended on the availability of 
these actors at the local scale. If these services/functions cannot be catered for locally, they 
have to be acquired extra-locally. Furthermore, active interaction with extra-local and foreign 
bands, firms and organizations was deemed in certain cases to be a necessity for reaching larger 
markets. In fact, many of the bands which had a record deal had signed this with a foreign 
record company. The reasons for not having extra-local networks were to do with the limited 
connections of (especially novice) bands outside their home locality.  
To conclude, the open ended questions reveal that the reasons behind networking, or the 
lack thereof, remained more or less the same irrespective of the geographical scale. 
 
Discussion and conclusions 
In relation to the importance of local and extra-local networks in the creative industries, it 
seems that city size plays some role: in small and peripheral localities, dense local networks 
are largely absent and the bands interact through extra-local networks (global pipelines), 
whereas in large cities the importance of local networks (local buzz) is more marked. The 
questionnaire results corroborate the view that bands from small localities network more with 
extra-local than local firms and organizations compared to bands from large cities, where the 
music industry seems to agglomerate. This is due to the lack of these services in their home 
locality. Nevertheless, many bands and independent musicians decide to reside outside the 
large urban centres. This is due to the positive aspects of smaller cities including a good 
atmosphere, sense of community and inexpensive training facilities. However, because of the 
lack of concert venues, music industry services and the unimpressive size of the local metal 
music scene in many small localities, some bands and artists were contemplating moving to a 
larger city with better networking possibilities and larger audiences, even though the harsher 
competition and higher costs of these cities were acknowledged. These issues are in line with 
earlier research on the geography of the music industry (e.g. Florida and Jackson 2010; Hracks 
et al. 2011) and the specificities of the distribution of metal bands across Finland (Makkonen 
2014). 
The results have wider applicability in terms of the discussion revolving around local 
buzz and global pipelines in general and the networking patterns of creative industries in 
particular: the general principles expressed in the earlier literature (e.g. Matters 2012) when 
discussing the networking patterns of creative industries (i.e. the heightened importance of 
geographical proximity, local buzz and local networks) do not hold entirely in the light of the 
evidence presented here. It seems that even small towns can host creative teams without the 
existence of large numbers of potential local partners, which has commonly been advocated as 
being necessary for the emergence of successful creative localities. Thus, extra-local networks 
seem to be, at least (in some distinct cases), as important, and interaction within them as 
frequent, as the existence of local ones for creative teams to thrive in a given locality. 
Moreover, it seems that the issue of record deals plays a more prominent role than the city size 
in explaining the evolution of networks in the Finnish metal music genre: bands with a record 
deal interact more intensively, than independent bands, with other bands, firms and 
organizations outside their home localities. Accordingly, the geographical scale of connections 
was deemed in many ways to be relatively unimportant, as is apparent from the open-ended 
questions concerning the reasons behind networking (at least partly due to technological 
advancements in file sharing and communication). Thus, geographical scale is, after all, not as 
significant a factor in explaining the evolution of networks inside the music industry as could 
be expected based on the earlier literature on the importance of local buzz in creative industries. 
In sum, it seems that it is not that essential where the people one knows and interacts with 
reside, as long as one knows them. For the geography of the creative industries, and the music 
industry in particular, this is an interesting and important implication. It contests, at least to a 
certain degree, the current emphasis given to the importance of geographical proximity and the 
way that creative industries are supposed to network, which is supposedly mainly locally.  
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Table I. Summary of the bands’ local and extra-local engagements.  
Average rating on a scale where 1 = often and 7= seldom. 
  Record deal  City size  
  Yes No P-value* Large Small P-value* 
Local bands             
  Guest performances 3.4 3.3   3.4 3.3   
  Touring/gigs 4.6 4.9   4.9 4.6   
  Instruments/equipment 4.2 4.4   4.1 4.5   
  Other activities 4.0 3.9   4.2 3.7   
 Sum variable (α=0.724) 4.0 4.1 0.892 4.1 4.0 0.621 
Local firms/organizations           
  Managers 1.6 1.5   1.6 1.5   
  Record companies 1.6 1.4   1.7 1.3   
  Publishing companies 1.3 1.3   1.4 1.2   
  Studios 3.4 3.4   3.3 3.5   
  Booking agencies 2.9 2.3   2.9 2.1   
  Sound and lighting 3.4 2.8   2.5 3.6   
  Concert venues 5.0 4.9   5.3 4.5   
  Fan products 2.3 1.9   1.6 2.5   
  Copyright societies 2.1 1.9   2.5 1.5   
 Sum variable (α=0.721) 2.6 2.4 0.313 2.6 2.4 0.667 
Sum variable local (α=0.769) 3.0 2.9 0.509 3.0 2.9 0.746 
Extra-local (domestic/national) bands            
  Guest performances 3.3 2.6   3.0 2.8   
  Touring/gigs 5.0 4.4   4.5 4.9   
  Instruments/equipment 3.2 3.2   3.2 3.2   
  Other activities 3.1 2.6   2.9 2.7   
 Sum variable (α=0.673) 3.7 3.2 0.163 3.4 3.4 0.810 
Extra-local (domestic/national) firms/organizations          
  Managers 2.4 1.4   1.4 2.3   
  Record companies 4.3 2.0   2.9 3.1   
  Publishing companies 2.9 1.5   1.8 2.4   
  Studios 3.0 2.3   2.4 2.8   
  Booking agencies 4.3 2.0   2.7 3.3   
  Sound and lighting 2.6 2.0   1.9 2.6   
  Concert venues 5.6 4.4   4.8 5.0   
  Fan products 2.3 1.6   1.5 2.4   
  Copyright societies 3.1 2.4   1.9 3.5   
 Sum variable (α=0.875) 3.4 2.2 <0.001 2.4 3.0 0.040 
Sum variable extra-local (α=0.865) 3.5 2.5 <0.001 2.7 3.2 0.176 
Extra-local (foreign/international) bands         
  Guest performances 2.3 1.5   1.8 1.9   
  Touring/gigs 3.6 2.3   3.0 2.7   
  Instruments/equipment 2.6 1.9   2.5 2.0   
  Other activities 2.2 1.8   2.3 1.7   
 Sum variable (α=0.843) 2.7 1.9 0.008 2.4 2.1 0.743 
Extra-local (foreign/international) firms/organizations         
  Managers 2.7 1.5   1.7 2.3   
  Record companies 3.7 2.3   3.0 2.9   
  Publishing companies 2.6 1.6   1.9 2.1   
  Studios 1.7 1.3   1.6 1.3   
  Booking agencies 3.1 1.8   2.3 2.5   
  Sound and lighting 1.8 1.3   1.5 1.5   
  Concert venues 3.2 1.9   2.5 2.4   
  Fan products 2.3 1.5   1.8 1.9   
  Copyright societies 1.7 1.6   1.5 1.8   
 Sum variable (α=0.894) 2.5 1.6 <0.001 2.0 2.1 0.949 
Sum variable foreign (α=0.901) 2.6 1.7 <0.001 2.1 2.1 0.910 
* Mann-Whitney U-test; α = Cronbach’s alpha 
 
